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Abstract 
Millions of Internet users worldwide are engaged in buying and selling of various products using C2C online buy and 
sell websites.  The aim of this paper is to determine which of the fifteen dimensions of e-quality users consider as 
important in evaluating the quality of such websites.  A survey was conducted among users and results show that trust, 
reliability, security and system integrity, performance, and assurance are considered as very important in assessing 
the quality of C2C online buy and sell websites.  Factor analysis revealed that the fifteen dimensions of e-quality can 
be grouped into three factors.  
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1. Introduction 
Quality has always been a paramount concern for customers whether in buying a product or availing of 
a service. 
Garvin [1] provided a framework for thinking about product quality in terms of eight dimensions: 
performance, features, reliability, conformance to standards, durability, serviceability, aesthetics, and 
perceived quality.  Parasuraman et al [2], on the other hand, identified five principal dimensions which 
customers utilize in judging service quality: reliability, responsiveness, assurance, empathy, and tangibles.  
Since then, these two have been widely used in assessing product quality and service quality, respectively. 
________ 
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With the advent of E-Commerce, however, it soon became apparent that these two means of evaluating 
quality will not suffice in capturing the essence of virtual operations.  E-Commerce is generally classified 
into four types: business-to-business (B2B), business-to-consumer (B2C), consumer-to-consumer (C2C), 
and consumer-to-business (C2B), depending on which is the service provider and which is the customer in 
a given online transaction.    
Regardless of the type of transaction, several authors pointed out that E-Commerce does not always 
involve a tangible product nor is there human interaction between service provider and customer.  Added 
to these two is the third aspect of virtual operation.  
Hence, according to Madu & Madu [3], E-Commerce should be evaluated based on the fifteen 
dimensions of e-quality.  Table 1 presents the fifteen dimensions of e-quality as enumerated by Madu & 
Madu [3] with a short description for each. 
Table 1.  Fifteen Dimensions of E-Quality 
Dimension of E-Quality Description 
Performance 
 
Deals with the use of the website and ease of navigation 
Deals with the accuracy of information presented, concise nature of information,   and 
timeliness of the information 
Features 
 
Deals with the additional characteristics that a website may have                                       
(e.g. search capability of the website, hyperlinks to other useful sites, FAQs, etc.) 
Structure 
 
Deals with the format or how information is presented on the website 
Deals with website’s ability to organize information with appropriate keywords that user can 
identify with 
Aesthetics 
 
Deals with the visual attractiveness (color combinations, type and size of fonts, animation, 
sound effects, clarity & readability of texts) of the website 
Reliability 
  
Deals with the consistency of website’s performance over time 
Deals with website’s accessibility, speed, and ability to quickly download information 
Storage Capability 
 
Deals with the website’s capability to store information and make it easily available for later 
retrieval 
Serviceability 
 
Deals with how well conflicts and complaints from customers are resolved 
Security and System 
Integrity 
 
Deals with the website’s ability to safeguard and protect information that is provided to it 
Trust  
 
Deals with the website’s ability to build trust such that users are willing to disclose personal 
information or to make purchases online 
Responsiveness 
 
Deals with the website’s ability to respond to the concern of the customers in terms of order 
cancellations, refunds, etc. 
Product/Service 
Differentiation and 
Customization 
 
Deals with website’s unique qualities not attainable from its competitors      (e.g. customized 
products/services, fast of delivery of products/services, etc.) 
Website Policies 
 
Deals with how customer-oriented the website’s policies are (e.g. policies comparable to 
major department stores, policies against returned items, etc.)   
Reputation 
 
Deals with customer’s perception of quality as affected by past experiences, perception of 
the website’s performance, and other unexplainable intangibles 
Assurance 
 
Deals with the website’s ability to ensure that its employees are very knowledgeable about 
the operation, courteous in their responses, and able to convey trust and confidence to users  
Empathy 
  
Deals with website’s ability to provide individualized attention to customer concerns and 
requests rather than a generic auto reply 
Deals with website’s ability to be cognizant and show concern for the needs of the users 
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In their study, Madu & Madu [3] stated that the dimensions of e-quality is “a synthesis of the 
dimensions that influence product and service quality as well as new factors that affect only virtual 
operations.”   
However, they also pointed out that they have not attempted to identify the significant or insignificant 
dimensions of e-quality [7].  Moreover, they have not tried to establish if some dimensions are closely 
associated with other dimensions such that they can be considered as a unitary factor. 
An attempt has been made by Gotzamani & Tzavlopoulos [4] to classify the fifteen dimensions of e-
quality into three subgroups, namely: Quality (aesthetics, serviceability, product/service differentiation 
and customization, reputation, and assurance), Website Quality (storage capability, security and system 
integrity, reliability, structure, features, and performance), and E-Service Quality (trust, empathy, website 
policies, and responsiveness).  However, according to Gotzamani & Tzavlopoulos [4], their “identification 
scheme is solely based on a synthesis of the existing literature without investigating the importance [and 
relationships] of the factors mentioned.” 
Therefore, the aim of this paper is to determine the dimensions of e-quality that users consider as 
important in evaluating the quality of C2C online buy and sell websites.  Furthermore, this paper will also 
investigate the relationships among the fifteen dimensions of e-quality and establish the mutual 
exclusivity of these dimensions. 
 
2. Methodology 
A survey questionnaire is specifically designed to gather the necessary responses.  In the first part, the 
respondents are asked about basic information such as age, gender, etc.  In the second part, the 
respondents are asked to rate how important to them each of the fifteen dimensions of e-quality in 
evaluating the quality of C2C online buy and sell websites.  A Likert scale of 1 (not important at all) to 5 
(very important) is utilized for this purpose. 
The questionnaire is distributed to individual Internet users who are familiar with C2C online buy and 
sell websites in the Philippines.  The effort yielded a total of 112 usable responses. 
Analysis of variance is used in order to ascertain which dimensions of e-quality are important to users 
in assessing the quality of C2C online buy and sell websites [6].  On the other hand, factor analysis is 
employed to be able to summarize the relationships among the fifteen dimensions of e-quality. 
3. Results of the Study 
The ranking, mean ratings, and the corresponding standard deviations of the fifteen dimensions of e-
quality are presented in Table 2. 
Based on survey results, it can be seen that trust is considered as the most important attribute in 
assessing the quality of online buy and sell websites.  On the other hand, aesthetics is rated as the least 
important. 
Analysis of variance is performed in order to ascertain if the mean ratings given by the respondents are 
equal or not.  At 5% level of significance, results show that the mean ratings are not equal.  This means 
that the importance given to each dimension of e-quality is significantly different. 
Further hypothesis testing revealed that trust, reliability, security and system integrity, performance, 
and assurance are given equal importance by the respondents. 
The principal components factor analysis is employed to determine if the fifteen dimensions of e-
quality can be grouped together into a fewer number of factors.  Using varimax rotation, three factors are 
generated.  Factor loadings greater than 0.40 are included as recommended by Vogt [5].  The results of the 
said statistical procedure are shown in Table 3. 
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Table 2.  Ranking and Mean Ratings of the Fifteen Dimensions of E-Quality 
Ranking Dimension Mean Rating Standard Deviation 
1 Trust 4.6786 0.6605 
2, 3 Reliability 4.5982 0.6502 
2, 3 Security and System 
Integrity 
4.5982 0.7648 
4 Performance 4.5893 0.6232 
5 Assurance 4.5536 0.7082 
6 Responsiveness 4.4643 0.6835 
7 Serviceability 4.4464 0.8147 
8 Reputation 4.3839 0.6744 
9 Structure 4.3036 0.7082 
10 Empathy 4.2232 0.8021 
11 Product/Service 
Differentiation and 
Customization 
4.0982 0.8049 
12 Features 4.0714 0.7678 
13 Storage Capability 4.0625 0.7973 
14 Website Policies 4.0000 0.8275 
15 Aesthetics 3.8393 0.8960 
Table 3.  Factor Analysis Results 
Dimension Factor 1 Factor 2 Factor 3 
Website Policies 0.7580   
Product/Service Differentiation 
and Customization 
0.7517   
Responsiveness 0.5918   
Serviceability 0.5043   
Assurance 0.4948   
Trust 
 0.8045  
Security and System Integrity 
 0.7122  
Performance 
 0.6336  
Reliability 
 0.5881  
Structure 
 0.5063  
Reputation 
 0.4354  
Aesthetics 
  0.7413 
Empathy 
  0.7138 
Storage Capability 
  0.4260 
Features 
  0.4030 
Eigenvalues 5.3589 1.3538 1.1751 
% Total Variance 35.7258 9.0253 7.8339 
Cum. Eigenvalue 5.3589 6.7127 7.8878 
Cum. % Total Variance 35.7258 44.7511 52.5850 
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Factor 1 contains the after-sales customer service aspect of online buy and sell websites.  Website 
policies, product/service differentiation and customization, responsiveness, serviceability, and assurance 
load into Factor 1.  They refer to the services that buyers expect to receive after an online transaction has 
been made. 
Factor 2 includes trust, security and system integrity, performance, reliability, structure, and reputation.  
They refer to the basic operating characteristics that customers expect when they use an online buy and 
sell website.  Users expect a website to have well-organized, accurate, and timely information as well as a 
website which is safe and secure for online transactions. 
Lastly, Factor 3 contains aesthetics, empathy, storage capability, and features.  Except for empathy, 
Factor 3 dimensions refer to the additional operating characteristics that a website can offer its customers.  
Although not essential as proven by the low mean ratings given to these dimensions, the users will 
appreciate if these are present. 
Table 4 exhibits the comparison between the findings of the present study and the suggested 
framework of Gotzamani & Tzavlopoulos [4]. 
It can be seen that Factor 1 has three similar dimensions of e-quality, Factor 2 has four similar 
dimensions, and Factor 3 has one similar dimension.  The difference in results may be partly explained by 
the classification systems utilized.  The study of Gotzamani & Tzavlopoulos [4] made use of Quality, 
Website Quality, and E-Service Quality in classifying the dimensions.  The present study recommends 
grouping the dimensions into basic operating characteristics, additional operating characteristics, and 
after-sales services of C2C online buy and sell websites. 
Table 4.  Comparison of Findings 
Author(s) Factor 1 Factor 2 Factor 3 
Gotzamani & 
Tzavlopoulos [4] 
Aesthetics, 
Serviceability, 
Product/Service 
Differentiation and 
Customization, 
Reputation, 
Assurance 
Storage Capability, 
Security and 
System Integrity, 
Reliability, 
Structure, 
Features, 
Performance 
Trust,       
Empathy,   
Website Policies, 
Responsiveness 
Zalatar Website Policies, 
Product/Service 
Differentiation and 
Customization, 
Responsiveness, 
Serviceability, 
Assurance 
Trust,          
Security and 
System Integrity, 
Performance, 
Reliability, 
Structure, 
Reputation 
 
Aesthetics, 
Empathy,    
Storage Capability, 
Features 
4. Conclusion and Recommendations 
The survey conducted revealed that trust, reliability, security and system integrity, performance, and 
assurance are the dimensions considered by users as very important in evaluating the quality of C2C 
online buy and sell websites.  Aesthetics is considered as the least important. 
Moreover, the fifteen dimensions of e-quality can be grouped together into three factors.  Factor 1 
contains website policies, product/service differentiation and customization, responsiveness, serviceability, 
and assurance.  Factor 2 includes trust, security and system integrity, performance, reliability, structure, 
and reputation.  Factor 3 contains aesthetics, empathy, storage capability, and features. 
Numerous researchers have since proposed adding dimensions to the eight dimensions of product 
quality enumerated by Garvin [1].  The same thing is true as far as the five dimensions of service quality 
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listed down by Parasuraman et al [2] is concerned.  Future researches, therefore, can explore the 
possibility of supplementing the fifteen dimensions of e-quality proposed by Madu & Madu [3].  This will 
enable online buy and sell website administrators to better understand the requirements of their customers.   
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